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The Internet and Global Market Research 
Cliff Wymbs 
Raymond C. Pettit 


As business becomes more global in scope, managers are increasingly looking to both 
traditional and net-centric market research to provide direction in this increasingly 
uncertain world. This analysis provides firsthand accounts from industry experts and 
practitioners via interviews and surveys of the current state, future trends and risks 
facing the market research industry in the emerging information economy. 
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Internet Marketing Communications in the Selling Process: 
A Global Study of Advertising Agencies’ Use of E-Mail 
and Websites 17 
Monica L. Perry 
Alan T. Shao 


The internet represents an opportunity for sellers to communicate easily with po- 
tential and existing customers across the world. To what extent are websites and 
e-mail used in the selling process for complex services? A sample of advertising 
agency affiliates found some differences in the frequency of e-mail and website 
use for different selling tasks. In addition agencies in high-income regions used 
website communication more frequently than those in low-income regions, but no 
significant differences were discerned in e-mail use between the two groups. 
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Strategic and Tactical Integration Between Print and Web 
Advertising in the United States and Australia 3] 
Kim Bartel Sheehan 
Charles F. Frazer 
Charles H. Patti 


Integrating communication strategy between new and traditional media appears 
necessary for advertisers to achieve maximum communication impact. This study 
compares the extent to which advertisers in the United States and Australia inte- 
grate messages in print ads and websites. Australian advertisers utilized the power 
of the internet better than US advertisers, and appeared to “do more” in that Aus- 
tralian advertisers’ websites exhibit higher-level advertising objectives than their 
print ads. Overall, fewer than 20% of print ads and websites are strategically well 
integrated in both countries. Integration tends to be more tactical than strategic as 
both US and Australian advertisers integrated an average of four out of eight tacti- 
cal elements between the print ads and the websites. The authors discuss implica- 
tions of these findings for both countries. 
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Is Your Business Website Effective? A Manager’s Strategic 


Perspective 45 
Caroline M. Fisher 
Karen Arnold 


This article presents a model for strategically evaluating an organization's 
website. Most website evaluation tools concentrate on technical observations like 
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number of clicks to reach a page or time to download. The current model takes an 
upper-management strategic view of the site: Does it contribute all that it can to 
the organization's strategic initiatives? The model is organized around five cate- 
gories of activities of marketing: (1) outgoing communication, (2) incoming com- 
munication, (3) customer support, (4) sales transactions, and (5) delivery. Using 
this model will help ensure an organization that its website is adding optimal value 
to the organization. 
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Electronic Advertising: Examinations and Implications 57 
Robert H. Thornton 
Binshan Lin 


With the increasing popularity of the internet and online sales as a viable way of 
doing business, many merchandisers have attempted to do much of their market- 
ing by creating advertising campaigns directed at online customers. However, 
just as in the physical marketplaces of the real world, there are complexities to 
promoting online businesses. Although the ideas of prospecting, promotion, and 
push-pull marketing are the same, the manners in which they are approached are 
quite different, and different systems have begun to develop to address each of 
these needs. Several different campaign types have been developed. Branding 
campaigns, click-through campaigns, and sell-through campaigns are the ones 
that will be discussed here, as well as basic electronic prospecting and final ad- 
vertising hosting of the campaign. The purpose of this study is to provide the 
managers with a systematic method for examining a more comprehensive under- 
standing of electronic advertising, as developing the actual campaign. The im- 
plications of such examinations will be addressed, in regards to a few important 
issues. Costs associated with these systems will be touched on, not only monetary 
but also in terms of times and opportunity, and specific strategies for maintain- 
ing sucha system will be discussed. Such information should be helpful in devel- 
oping and maintaining a successful online advertising strategy, one that will 
stand the test of time. 
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Banner Advertising and Consumer Recall: 
An Empirical Study 71 
Nabil Razzouk 
Victoria A. Seitz 


The purpose of the study is to determine the impact of position and the use of 
graphics in banner advertising on consumer recall. One hundred students from a 
southern California university participated in a quasi experiment in which they 
were asked to view a website with a series of banner ads. Four modalities were 
tested (1) banner at the bottom with graphics, (2) banner at the bottom without 
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graphics, (3) banner at the top, and (4) banner at the top with graphics. Results 
showed that only 8% correctly identified the presence of one banner ad. Of those, 
50% incorrectly identified the product or could not identify the product at all. 
Fully 62% saw no banner ad at all; however, 70% correctly identified the 
website of which the ads were placed. Implications of the study are then dis- 
cussed. 
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Gripe Websites: Using the Internet as a Forum for Attack 
and Change 8] 
Louis K. Falk 
Hy Sockel 


Many people think about electronic commerce from the prospective of the organi- 
zation. That is the selling and distribution of goods and/or services over the in- 
ternet. There is however a darker side where an individual or small group of 
people feels so grieved that they use the internet as complaint/attack forum. Com- 
plaints and dissatisfaction with an organization often appear in the cyber world in 
the form of chat rooms, complaint websites and rogue websites, collectively called 
“gripe sites.” This article presents background material of these “gripe sites” and 
lists suggestions on how to respond to the various types of attacks. 


KEY WORDS. Attack websites, complaint malls, cyber smearing, gripe sites, in- 
ternet, rogue websites, website 


Web-Based Promotions: Key Motivators of Organization 
Evaluation and Word of Mouth Behaviors 
Among College Students 93 
Brian V. Larson 
Myroslaw J. Kyj 


Numerous business and popular articles continue to appear to stress the impor- 
tance of the Internet as a powerful and interactive means of Communication. As 
with other media, the web affects viewers’ product evaluations and behavioral in- 
tentions. This article attempts to understand how students (recently admitted 
freshmen) form opinions about their school through interaction with the university 
web site. Multiple studies are conducted using website variables. The results of 
study one suggest website vividness, interactivity, and entertainment value are 
crucial in the formation of positive evaluations of and word of mouth behaviors di- 
rected toward the university. In study two, these same predictors helped explain 
word of mouth intentions but contributed little to evaluations. 
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Internet Engagement Process: A Study Correlating 


Internet Features to User Experience 111 
Kuanchin Chen 
Hy Sockel 


It is well established that attracting users to a commercial website is an essential 
prerequisite to e-commerce. However, research has also suggested that engag- 
ing them on the site, once they are there, is an important element of converting 
web surfers to buyers. This study investigates Internet experience and its effect 
on certain web features that could aid in making a website “sticky.” Features 
studied include searching, online shopping, online learning, chat rooms, and 
e-mailing. All of the features, with the exception of e-mail and chatting, demon- 
strated significant differences based on user experience. This implies that cer- 
tain website features can be used to differentiate users in a predictive fashion. 
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Consumer Rules and Orientations Toward Corporate Websites: 


A Pilot Study 125 
Maria E. Len-Rios 


This exploratory analysis identifies rules consumers use to evaluate corporate 
websites and furthers work by W. S. Z. Ford (2001) by applying concepts from cus- 
tomer service relationship orientations to consumer perceptions of orientations to 
websites. Data are from a questionnaire administered to 147 undergraduate vol- 
unteers. Factor analysis revealed six rule domains that differ in prescriptive force: 
public relations information, customer rights information, e-commerce services, 
empowerment information, trust cues, and product information. Results from 
nonparametric sign tests and paired t-tests illustrate that relational expectations 
differ for e-commerce/service and information websites. Implications suggest that 
personalization and two-way communication are distinguishing consumer expec- 
tations of e-commerce/service sites, whereas respondents expect to visit informa- 
tion websites frequently and view them as replaceable. 
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Customer Testimonials and News Clips as Contextual Cues 
in the Consumer Cognitive Processing of Online Shopping: 
How Do They Build Trust and Then Increase 


Purchase Intention? 145 
Shih-Lun Alex Wang 


Do people process information differently when it is presented in the form of news 
clips versus customer testimonials? This study investigated how consumers make 
purchase decisions online by integrating and examining two streams of content 
class, customer testimonials and news clips. The laboratory experiment tested sev- 
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eral hypotheses on the determinants of a consumer's purchase intention. The find- 
ings suggested that consumers evaluated a web store by focusing on trust and 
believability of the content class to draw conclusion of their attitude toward shop- 
ping at the web store. Then the attitude influenced their purchase intentions. With 
the ongoing trend of integrated marketing communications (IMC) in advertising and 
public relations education, the result is encouraging as if both customer testimonials 
and news clips increase a consumer's purchase intention when either one of these 
content classes are present to serve as a contextual cue. However, one content class, 
news clip, is clearly a better determinant of building trust and increasing a con- 
sumer’ s purchase intention. When both are present, customer testimonials seem to 
decrease a news clip’ s influence on both trust and the purchase intention. In other 
words, improving the usage of various content classes in a website might be effec- 
tive in helping advertisers improve their marketing strategies. Implications for ad- 
vertisers and the direction of future research are also presented. 


KEYWORDS. Customer testimonial, integrated marketing communications (IMC), 
news clip, online shopping, purchase intention, trust 


Trust Promoting Seals in Electronic Markets: An Exploratory 
Study of Their Effectiveness for Online Sales Promotion 163 
Xiaorui Hu 
Zhangxi Lin 
Han Zhang 


In order to promote web sales, companies conducting electronic commerce are 
constantly seeking viable and efficient ways to increase web traffic. One approach 
is to build consumers’ trust, and ultimately to increase web sales. Many business- 
to-consumer online merchants follow this approach and display trust-promoting 
seals on their websites. However, whether these seals really fulfill the tasks they 
have promised has remained unexplored. This study empirically examines the in- 
fluence of trust-promoting seals on consumers’ online purchasing decisions. The 
results show that the trust-promoting seals are generally effective in promoting 
web sales, and some seals enhance promotion better than others. 
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Model of Persuasion (ELM), electronic commerce, electronic markets, internet, 
online shopping, trust, trust-promoting seals, trusted third parties (TTPs), web pro- 
motion, web sales, willingness to buy (WTB) 


Regulating Marketing Communications on the Internet: 
Federal Efforts to Provide a Remedy Against Cyberpiracy 
Through Trademark Law 181 
William T. Neese 
Charles R. McManis 


Cybersquatters register internet domain names matching trademarks owned by 
other individuals or companies, intending to coerce payments before relinquish- 
ing that domain name to the rightful trademark owner, As online commerce ex- 


panded, so too has trademark infringement complaints concerning internet 
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cand domain names. Congress passed two acts in recent years to deal with the contro- 
op- versy, the Federal Trademark Dilution Act of 1995, also known as Section 43(c) 
vith of the Lanham Trademark Act, and the more recent Anticybersquatting Con- 
ol sumer Protection Act of 1999, also known as Section 43(d) of the Lanham Trade- 
‘als mark Act. Causes for action, defenses, and remedies are discussed for both. This 
a article analyzes their impact. 
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with Internet Data Privacy 199 
C), George Benjamin Thompson 
Lynda §. Hamilton 
53 With the growth of e-commerce has come the need for businesses to provide protec- 
tion of personal, private data collected from internet users and consumers. The 
United States has favored a policy of industry self-regulation, while the European 
Union (EU) has responded to its consumer demands for privacy protection regula- 
tions and enforcement. Faced with the critical need for a middle ground, the US has 
proposed “Safe Harbor Privacy Principles” as a means of compromise with the EU. 
This article explores the market context of the Safe Harbor Principles, the European 
m 4 reaction, and the probable impact on businesses. 
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